ABSTRACT The presence of the organization on the market means its evolution in an extremely complex environment in continuous change. These characteristics of the marketing environment impose on the institution a systematic preoccupation for information adjustment, received data processing and analysis to properly substantiate the optimal decisions related to the market. The paper focuses on understanding various aspects of the informational support in the educational institutions decision-making process. The aim of the research is to determine the structure and content of the informational support in education marketing. Based on the literature review, different views are presented on the content and structure of the marketing informational support. This study describes the structure of Marketing Information System (MkIS) and explores its position in educational institutions. Finally, based on the survey results, the article presents the practical aspects of the marketing informational support availability and its use in decision-making process of schools in the Republic of Moldova.
Introduction
In an era of knowledge, information technology and globalization, information is perceived as the most valuable resource. Buell Victor (1966) highlighted in his book -Marketing Management in Action that to manage a business well, you need to manage the future and to manage the future, you must manage the information. The one who owns the information is the one who has a competitive advantage and can act as such. According to a course note of the Nigerian Accounting College (Monday, 2014 , pp. 109-111), information may be defined as data that has been processed in such a way as to be useful to the recipient. Namely, the information is known, understood and used by the recipient. It describes quality information as that is meaningful, easy to understand, reduces uncertainty, helps with monitoring and control, a means of communication that complements memory and helps to simplify procedures. This implies that information is essential to achieve the goals and objectives for setting up any organization.
Increasing competition involves increasing need for managers' knowledge of information about potential clients, but also the environment in which they operate. To cope with the external and internal information flows increase and to improve their quality, companies need to take advantage of the opportunities offered by modern information technologies (IT) and information systems (IS). The IS and IT definitions are closely linked; however, they are different in their functions. "TI refers to preparing, collecting, transporting, retrieving, storing, accessing, presenting and transforming information in all its forms (voice, graphics, text, video and image); flow of information can take place between people, people and machines, and/or between machines; while IS consists of information technology infrastructure, application systems, and personnel using information technology to provide information and communication services for transaction/ operation processing and administration / management of an organization" (Kornkaew, 2012, pp. 14-15) .
Marketing information is a living force of the marketing process; the marketing decision cannot be taken in the absence of marketing information. As such, marketing information reflects the realities of the marketing environment. Marketing decisions are affected by many internal and external environment variables, so the marketing decision maker needs a great amount of information about these variables to predict their directions and their expected effects on the organization's internal activities, on the market, to make rational marketing decisions in an environment of uncertainty faced by the marketing administration.
Theoretical framework

The content of the informational support in educational marketing
By accepting the marketing concept, institutions have recognized that consumers and their behavior have a direct influence on the formulation of marketing strategy. The marketing concept contributes to concentration and allows an organization to meet the needs of consumers. If educational institutions want to be successful in today's dynamic learning environment, struggling for resources, support and customers, when operating, they should adhere to the principles of marketing concept, especially on consumer orientation. Applied in education, the marketing concept states that educational institutions should plan their activity considering and recognizing that they exist primarily to provide a service to students. The institution's activities should therefore focus on meeting the needs of students. The marketing concept philosophy forms the foundation for a market orientation and marketing of an organization. Educational institutions need information to analyze the behavior of their clients and subsequently to develop and implement marketing strategies. Information support is an indispensable component in this process and it performs a double role of: -communication; -and support for the decision-making process. Remziye (2013, p. 147) describes communication as a process that affects the attitudes and behavior of individuals and groups. During the marketing process, the structure of communication activities can be changed to influence individuals and/ or groups. The goal of communication activities is to create closer relationships with individuals and groups (Remziye, 2013) . Educational institutions must communicate effectively with the target market(s) and the public. They should inform students and parents about their goals, activities and offers, and motivate them to be interested in the institution. In order to identify and meet the needs of consumers, an institution shall have a good understanding of the consumer in order to gain a competitive advantage through its marketing mix (product or service, price, distribution, promotion, process, personnel and infrastructure). According to Wiese (2008, p. 97 ), convincing communication is essential to sale the services, as characteristics, benefits and values must be communicated to consumers to influence their purchasing behavior. The role of the institution at this level is to discover the type of information that students and their parents want to know and how they can collect this information (Nour, Dhanapal and Woon 2011, p. 427), but also how they can convey the messages.
There are many promotional activities that organizations could potentially use, such as: direct marketing, promotions, advertising, internet and sponsorship. The communication process and the elements of the promotional mix (advertising, public relations, personal sales and promotions) are used by organizations to communicate with potential customers. The messages reaching clients should be the same whether it is about radio, web, TV, or newspaper advertising. At the same time, there are other participants involved in the communication process, such as government institutions, employees, or former students. To ensure careful coordination of all elements of the promotional mix, organizations must adopt the concept of Integrated Marketing Communication (IMC) (Du Plessis and Rousseau, 2005 cited by Wiese, 2008) . For an educational institution, this means coordinating all its communication activities. Zeithaml and Bitner (2000 cited in Wiese, 2008) suggest that a more complex communication form for services is required, and therefore an Integrated Services Marketing Communication (ISMC) approach. This concept requires a comprehensive communication strategy involving staff, every interface of the institution with students, stakeholders and the community.
-Internal marketing -refers to the process of planning and executing marketing activities aimed to create and improve exchange processes within the organization. These include the exchange of information between the institution and employees, management and departments, different departments, or departments and employees. Information exchanges take place both, vertically and horizontally. This approach implies that each actor involved in communication clearly understands both the marketing strategy of the institution and its promises to students; -External Marketing -organizations also use external marketing communication that extends from organization to customer and includes the exchange of information through promotional tools such as advertising, sales promotions, public relations and direct marketing; -Interactive marketing communication -involves exchanging messages that staff offers to students through channels such as personal sales, exhibitions, school visits, class interactions, and customer service centers.
In the decision-making process, information support serves to substantiate decisions on selecting the right mix of marketing tools and any operational or strategic decision that would remove barriers in transactions or exchanges. As such, the role of information in the marketing decision cannot be underestimated, given that the success of marketing within the organization depends mainly on the availability and accuracy of marketing information from its multiple sources (Monday, 2014, pp. 109-111) . In the absence of qualitative marketing information, managers need to use their insights or guesses, and in the process of rapid change and competitiveness on current markets, this often involves failure. For making informed decisions, information should be available at the right time and in the appropriate format.
Similar to the for-profit sector, in the education sector informational support is absolutely indispensable for all the actors involved, especially for the management of the institution and its marketing activity. The marketing mix tools of educational services are complex and their synergy is used to achieve the short and long-term objectives of the educational institutions. Different combinations of marketing tools offer comparative advantages in the educational services market (Gajić, 2012, pp. 30-32) .
With the application of the marketing concept in educational institutions, marketing decisionmaking is no longer separate from other decision-making processes, it is integrated into all operational or strategic decisions. Thus, informational support is no longer separated by areas marketing, financial, etc. but is integrated into all aspects and decision levels. The role of marketers is to successfully integrate subsystems by using appropriate information during decision-making process to achieve optimal results.
The concept and structure of the Marketing Information System (MkIS)
The needed informational support for managers is ensured currently by Information Systems. According to Sova, (Sova, n.d, p. 2), the concept of the Marketing Information System (MkIS) was developed in 1967 by Cox and Good. Later it was defined by Li, Mcleod and Rogers in 1993 "as an information processor, collecting data and information from the marketing environment, processing data and information, as well as providing the results to the marketing managers in the form of management information." Managers are to act on information and make decisions that affect the environment and operations of the enterprise. Currently, an information marketing system is defined as a variety of methods, techniques, systematic collection procedures, and the provision of marketing information to the right people on a continuous and timely basis. There are several visions about the MkIS structure. Traditionally, an information marketing system is seen as a system consisting of the following components (Bhansali, 2008) : -Internal reporting system; -The marketing information system; -Marketing decision support system; -Marketing research system.
Managing marketing information through IT has become one of the most important elements of effective marketing. By collecting and distributing marketing information and using it to promote corporate image and branding, IS offers new ways to improve the company's internal efficiency (Talvinen, 1994, p. 8) . Technology-based marketing information systems have been in place for many years. The importance of computers in marketing was highlighted by Kotler in 1966 . One of the first benefits a company acquired from using an IT MkIS is to improve its reporting system. Information processing becomes faster and company management is able to use relevant information from different sources within the organization (Bahloul, 2011, pp. 20-21) .
Traditionally, MkIS has been seen as a marketing management support system in its decisionmaking. Besides the management perspective, MkIS can be an essential tool for the entire organization. Some researchers have classified marketing IS according to the tasks they perform. In 1994, Jary Talvinen mentioned about the need to re-conceptualize the notion of MkIS. He suggested that with the change in consumer behavior, rigid structures of firm, and therefore the role of marketing, there would be a need for a revised MkIS concept based on these.
Currently, marketing is no longer the field of activity of just a few specialists. Every employee is responsible for customer satisfaction. Thus, marketing functions are integrated with management and decision making. Therefore, MkIS is intertwined with the management information system (MIS) and decision-making support (DMS). Their delimitation is difficult, leading to the idea that SIMk is a SIM or SPD used for marketing purposes or using marketing information (Talvinen, 1994) .
At the same time, to solve many information issues faced by the administration, such as wrong information, in the wrong place, at the wrong time; or the correct information, in the correct location, at the right time but insufficient, integrated information systems were developed to increase competitiveness and provide better information for decision-making (Kornkaew, 2012, p. 7) . These premises led to the emergence of the new integrated MkIS concept.
An integrated MkIS at all levels can assist managers in making marketing decisions by giving them links and operational integration between departments and sections. It can also increase the ability to respond to the system's dynamic organizational environment, allow for the most efficient manipulation, organization and storage of data. An MkIS directly helps develop and improve services as part of the product itself, or indirectly through increased responsiveness to customer needs.
By ensuring that marketing uses the same structures and databases as the rest of the organization, the benefits of developing a one-stop-shop database are achieved. According to Cuozzo and Kurtz (1973 cited in Fletcher, Buttery and Deans, 1988), these are: (1) Ability to respond rapidly to the changing needs of the business environment by developing a well-organized pool of interdependent business data; (2) A reduction in program and file maintenance costs, as the methods of organizing the data provided in a database management system are more flexible; (3) Improving efficiency by strengthening the operations of the various systems and skills of staff; (4) Reducing data storage costs by eliminating duplication of data and redundancy, thereby improving the timeliness and data validity.
The informational support and MkIS in education
Similar to the commercial sector, in education, informational support is indispensable for both the management and marketing activity of the institution. The only marketing information system currently defined and analyzed in education is in higher education. 2008) described the MkIS in a higher education institution as a system that "includes all formal and informal, manual and computer-assisted, written and verbal activities to obtain, store, process and distribute the data". An MkIS IT is based on one or more computers, consisting of a data bank and one or more applications that together allow the storage, manipulation and distribution of data by the computer to support the activities of the higher education institution and the its managerial decisions".
Considering some similarities between different educational levels and the fact that a marketing informational system is a management information system designed to support the marketing decision-making process, this provides a theoretical support for further analysis.
Research methodology
This article is using primary and secondary data sources. At the first stage, secondary data sources were used to define the content and structure of the marketing informational support in institutions. Thus, information from 19 bibliographic sources was analyzed and systematized. Subsequently, to determine the role of information support in the decision-making and communication process within the Moldovan general education institutions, a survey was administered to managers. The purpose of the survey was to determine the availability of informational support and the purpose of its use in the general education institutions of the Republic of Moldova.
The survey methodology
For data collection, the online survey method was used. Email addresses were collected from "School Cards" on the "Open Data Portal on General Education" http://sime.md:8080. In total, 1229 email addresses were collected, from1260 existing institutions. The Romanian and Russian questionnaires were developed on the online platform www.surveymonkey.com, and the link was sent to the identified email addresses. As result, 109 completed questionnaires were collected. Out of the total 109 respondents, 3 are managers of primary education institutions, 64 are from gymnasiums, and 38 from high school managers. In the "Other" category were included answers of managers of gymnasiums-kindergarten schools (two) and primary-kindergarten schools (two). From the property perspective, 108 managers are administrators of public institutions, and one is a private lyceum. The collected data were analyzed with SPSS.
Results and discussion
Research on educational marketing has led to the reiteration of the role of the education quality as a prerequisite for ensuring a competitive education able to meet the education and training needs at a qualitative standard that allows individuals and societies to become performant and competitive in a continuous change globalized environment (Bulat, 2012) . To substantiate decisions and identify comparative advantage, managers of educational institutions need relevant and current information. According to the quantitative research (Figure 1) , managers of Moldovan general education institutions mostly mentioned the availability of informational support such as institutions social network webpages (73%) and internal databases (65%). The availability of Management Information Systems in Education (EMIS) was indicated by 53% of respondents. At the same time, half of the managers indicated that they have a website for the institution. Also, the results of the quantitative research in general education institutions reveal that 94%, and 93% respectively of managers are satisfied or very satisfied with the availability of information for the decision-making and the communication processes. However, 92% and 93%, respectively, would like and consider to some extent necessary the existence of an Integrated Information System that would provide them with the needed information support to achieve the strategic objectives.
Conclusions
Although already developed in 1985, educational marketing in general education institutions in the Republic of Moldova only appeared in discussions in 2010-2012, along with the European discussions on the development of the knowledge-based economy. Enhancing competition implies a growing need for managers of educational institutions to know of their potential customers, and the environment in which they work and how the information is used in formulating marketing strategies. With the increase in digital marketing channels, promoting an institution becomes complex and requires significant efforts in a competitive environment. Also, the challenge is increased by the limited school budgets and new audience of pupils each year. These characteristics of the marketing environment require the institution's constant concern on adjusting, processing and analyzing data received, aimed to properly substantiate the optimal decisions reporting to the market.
The results of research reveal a sufficient and intensively used informational support by school's managers. Yet, the information is mostly used for reporting and data storage purposes, and less for communication, or as support in the decision-making process. Availability of many internal databases and reports, further reduce the effective use of information in communication and decision-making processes.
A solution to increase the effectiveness and efficiency of data usage by school managers could be integration of available IS and creation of an Integrated Information System to provide information support in reporting, decision-making, communication and service delivery processes. In parallel, intensive trainings for school's managers to improve their IT, analytical and marketing orientation skills shall be conducted. These solutions could significantly contribute to development of the education marketing at this educational level and increase its quality.
Limitations and directions for future researches
The research is focused on determining the content of marketing informational support in educational institutions, and defining its structure. It also explores the Republic of Moldova schools informational support availability and managers behaviours in its use.
The most significant limitation is the sample size: out of 1229 contacted managers, only 109 provided their opinion. Secondly, the study provides a description of manager's opinion and behaviour, but do not further evaluate and explain them. A further analysis of these aspects would be required.
